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WHAT IS A PRODUCT AND BRAND
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People satisfy their needs and wants with products. We will define products broadly to cover anything that can be offered to someone to satisfy a need or want. Normally the word product brings to mind a physical object, such as an automobile, a television set, or a soft drink. And we normally use the expression products and services to distinguish between physical objects and intangible ones.
A product has three levels.




Figure 1 − Three levels of product
On the second level product has five main characteristics: a quality level, features, design, a brand name, and packaging. 
And the last level is very important for consumers, what is more it gives many benefits for them, such as: after-sale service, warranty, installation, delivery and credit.
A brand is a product from a known organization. The name of the organization can also serve as a brand. The most expensive brands at this point is Coca-Cola, Microsoft, IBM, Mercedes and so on.  The best brands convey a warranty of quality.
Brands are often expressed in the form of logos , graphic representations of the brand. In computers, a recent example of widespread brand application was the "Intel Inside" label provided to manufacturers that use Intel's microchips.
Brand is a combination of product values for which the consumer pays an additional cost. Corporations sometimes hire market research firms to study public recognition of brand names as well as attitudes toward the brands.
A brand can deliver up to four levels of meaning:
1.Attributes. A brand first brings to mind certain product attributes. For example, Mercedes suggests such attributes as «well engineered», «well built», «high prestige», «expensive, and «high resale value». The company may use one or more of these attributes in its advertising for the car. 
2.Benefits. Customers do not buy attributes, they buy benefits. That is why, attributes must be translated into functional and emotional benefits. For example, the attribute «well built» can translate into the functional and emotional benefit, «I am safe in the event of an accident».
3.Values. A brand also says something about the buyers’ values. Thus, Mercedes buyers value high performance, safety, and prestige. A brand marketer must identify the specific groups of car buyers whose values coincide with the delivered benefit package.
4.Personality. A brand also projects a personality. Sometimes you can ask, «If this brand were a person, what kind of person would it be?» For example, a Mercedes automobile as being a wealthy, middle-aged businessman. The brand will attract people whose actual or desired self-images match the brand’s image.
The most lasting meanings of a brand are its values and personality. They define the brand’s essence. Thus, Mercedes stands for «high achievers and success». The company must build its brand strat​egy around creating and protecting this brand personality. 
At the end I’d like to say, that product is more than a simple set of tangible features. Con​sumers tend to see products as complex of benefits that satisfy their needs. Many people are willing to pay more for branded products than for unbranded products. And this tell us about the value of branding.


